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Abstract
The tourism experience was perceived traditionally in terms of products, destinations and consumption patterns. The „new
mobility turn” sees the holiday experience as „performance”, „surveillance”, „play”, relationships „at-a-distance”, the
impermanence of „sandcastles”, „place making, etc.
Gale (2007) stated five principles of this turn in tourism: it studies the mobility of individuals; it acknowledges material and
immaterial structures; it deals with immobility and power relations; it recognizes virtual and imaginative forms of mobility;
and it is concerned with environmental and global consequences. Destinations are not perceived now as fixed unities but as
„sandcastles” made of objects, mobility and proximities (Bærenholdt et al. 2004).
In the context mentioned above the holiday experience can be evaluated as a process, wherein gender relations are
„constructed, legitimated, reproduced and reworked” (Aitchison, 2003). These experiences can affect the identities of tourists,
locals and employers positively and negatively (Crouch 2002) and also affect gender identities slightly differently.
The Global Gender Gap Report for 2010 found that while 93% of the global education gap and 96% of the global health gap
has been closed, only 60% of the economic participation and 16% of the political gender gap has been closed and this gender
differences in social and economic roles and responsibilities exacerbate vulnerability.
Through this paper we intend to investigate the most important gender trends affecting tourist destination and tourism in
general, based on the premise that destination is actually a perceptual concept, interpreted subjectively by consumers and also
a result of the moment, the people and artifacts present. The aim of the paper is to get an assessment of future destination in
terms of the influence of gender and offer solutions to adapt to trends investigated and to shape a tourism industry more
welcoming for women.
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1. Background
Gender is a part of our “core” identity. It starts early in our lives and persists throughout our lives. The term
„gender” refers to social, cultural and psychological aspects in the lives of men and women, while the term „sex”
refers to biological aspects of being male or female. The attributes of gender differ between cultures (depending
on the values, beliefs, behavioural expectations, etc) and over time.
According to the United Nations International Research and Training Institute for the Advancement of
Women (INSTRAW) gender refers “to the array of socially constructed roles and relationships, personality traits,
attitudes, behaviors, values, relative power and influence that society ascribes to the two sexes on a differential
basis. Gender is an acquired identity that is learned, changes over time, and varies widely within and across
cultures”.
Gender discrimination is a well-documented fact, even we refer at early childhood investments, labor market
earnings, educational attainment, or asset ownership, and effective policies to address discrimination cannot be
crafted without strategies and actions.
For this reason inequality and discrimination is a central issue for the Post-2015 Development Agenda (UN
System Task Team on the Post-2015 UN Development Agenda, 2012). Gender, ethnicity, race, location,
disability interact in ways which exclude people in all dimensions of economic, social, cultural and political life.
Gender based discrimination affects all societies, taking different forms everywhere.
Former President Bill Clinton, addressing the annual meeting of the Clinton Global Initiative (September
2009 cited in GENDERNET, 2011) stated: “Women perform 66% of the world’s work, and produce 50% of the
food, yet earn only 10% of the income and own 1% of the property. Whether the issue is improving education in
the developing world, or fighting global climate change, or addressing nearly any other challenge we face,
empowering women is a critical part of the equation”.
Empowering and educating girls and women and leveraging their talent and leadership fully in the global
economy, politics and society are fundamental elements of succeeding and prospering in this competitive world.
Women’s empowerment refers to the ability of women to transform economic and social development when
empowered to fully participate in the decisions that affect their lives through leadership training, coaching,
consulting, and the provision of enabling tools for women to lead within their communities, regions, and
countries (Wiser Earth, 2005).
Achieving women’s empowerment will take sound public policies, a holistic approach and long-term
commitment from all development actors. According to ICRW (ICRW, 2011) a woman is economically
empowered when she has both the ability to succeed and advance economically and the power to make and act
on economic decisions.
Economic empowerment is the central issue of the World Bank Action Plan (2006), Gender Equality as Smart
Economics and is about making markets work for women and empowering women to compete in markets. The
Action Plan targets four key markets: land, labour, financial and product (increasing access to business services
and facilitating the creation of female-owned businesses) markets.
According to Governance Metrics International, Catalyst, European Commission cited in Pascale (2013) only
13.46% of all managers in the European Union are women. The countries with the highest rate of women in
management positions are Norway (40.1%), Latvia (28%), Sweden (27.3%) and Finland (26,4%). The countries
with the lowest rate of women in management positions are Portugal (2.3%), Malta (4%), Italy (4.5%) and
Hungary (5.9%).
Inter-American Development Bank (cited in GENDERNET, 2011) identified unintended consequences and
risks for women’s economic empowerment: unequal requirements for access to economic opportunities and
benefits, including paid work, training, credit, or business opportunities; disregard the right of women to inherit
and own land, homes, and other assets or natural resources; unevenly unpaid work; conditions that restrict the
participation of women or men in project activities and benefits based on pregnancy, maternity/paternity leave, or
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marital status; the risk of gender-based violence, including sexual exploitation or human trafficking, and sexually
transmitted diseases, including HIV/AIDS.
Social empowerment relate to education, health, nutrition, drinking water and sanitation for women and their
family, housing and shelter for women and their family, environment and the connection with women,
participation of women in the field of science and technology, care for women under difficult circumstances,
fighting the violence against women and rights of the girl child.
Political empowerment refers at women political engagement in formal and informal capacities.
The Global Gender Gap Index introduced by the World Economic Forum in 2006, is a framework for
evaluating the gender-based disparities, tracking their progress and examines the gap between men and women in
four fundamental categories (subindexes): economic participation and opportunity, educational attainment, health
and survival and political empowerment.
The 135 countries covered in the 2012 Global Gender Gap Report, representing over 90% of the world’s
population, have closed almost 96% of the gap in health outcomes between women and men and almost 93% of
the gap in educational attainment. However, the gap between women and men on economic participation and
political empowerment remains wide: only 60% of the economic outcomes gap and only 20% of the political
outcomes gap have been closed. Nine countries have closed the gap on both the health and education subindexes.
No country has closed the economic participation gap or the political empowerment gap. (Hausmann et all, 2012)
The gender pay gap, or the average difference between women and men’s hourly earnings across the EU,
according to the latest figures released in 27.02.2013 by the European Commission is still 16.2%. It means that
the extra number of days that women would need to work to match the amount earned by men is currently 59
days (European Commission, 2013). And this is in the European Union, not in Africa.
Studies showed that there is a strong correlation between those countries that are most successful at closing
the gender gap and those that are the most economically competitive. Klaus Schwab, Founder and Executive
Chairman of the World Economic Forum said “In the future, talent will be more important than capital or
anything else. To develop the gender dimension is not just a question of equality; it is the entry card to succeed
and prosper in an ever more competitive world.” (Cann, 2012)
Saadia Zahidi cited in Cann (2012) said: “Six of the top 10 performing countries in this year’s Global
Competitiveness Index also feature in the top 20 of the Global Gender Gap Index – this shows the imperative for
countries that have already invested in the health and education of women to address the economic and political
realms, and for those that have not to do so before their economies fall further behind.” (cited in Cann, 2012)
Equal participation in society whether in terms of opportunities or outcomes requires efforts in legal, social,
political and cultural domains to tackle all forms of discrimination.
2. The gender dimensions of tourism
Tourism can make a tremendous contribution to people’s lives and to our planet. According to World Travel
& Tourism Council (2012) in 2011 tourism industry contributed 9% of global GDP, over US$6 trillion and over
the next ten years it is expected to grow by an average of 4% annually, taking it to 10% of global GDP, or US$10
trillion. The total contribution of Travel & Tourism to GDP is three times greater than its direct contribution.
In 2011, the total contribution of Travel & Tourism to employment, including jobs indirectly supported by the
industry, was 8.7% of total employment (254,941,000 jobs). By 2022, it is anticipated that it will account for
almost 328 million jobs, or 1 in every 10 jobs on the planet.
Tourism is a tool for economic, social and political empowerment of women. In United Nation’s Millennium
Development Goal (MDG) five out of eight goals are directly and indirectly related to women empowerment.
As Ateljevic & Peeters (2009), stated women empowerment is becoming more important now, after being
acknowledged by United Nation World Tourism Organisation (UNWTO).
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UNWTO  launched in 2008 an Action Plan to Empower Women through Tourism, derived from the third
United Nations Millennium Development Goal (“promote gender equality and women’s empowerment"), which
aims are to benefit poor (also through tourism), protect the environment and empower women.
Tourism brings important employment opportunities to women and in most of the case income generation
either as the main source of income or as the additional side income. ILO estimates women account for 46% of
wage employment in tourism globally and up to 90% if including catering and accommodation (DM: Cross
Cutting Issues and Gender, 2012). It is important to say that tourism jobs are often flexible and can be done from
the workplace, household or communities.
As Ong Siaw Thien (2009) demonstrated tourism can be used as a tool to create equal opportunities for
women; create opportunities for employment and income generation; promote adult education and reduce
illiteracy; increase awareness on health (maternal health) and hygiene; offer option for viability of indigenous
community which allow them to maintain their traditional life etc.
Women’s “capability fulfillment” is instrumental in reducing child mortality and fertility (IFAD,
2002).Through tourism, women were empowered with basic knowledge regarding the health and hygiene at
home and environment and has indirectly help in reduce child mortality.
The communication with foreign tourists helps in raising the general knowledge and awareness about health,
environment, and healthy food etc.
Gender aspects affect women’s employment and participation in planning and management in tourism, gender
roles, women’s rights and sexual objectification. Exploitation through tourism can take many different forms:
poor wages, dangerous working conditions, sexual discrimination, sexual harassment, prostitution, slavery, and
human trafficking.
Women experience barriers in almost every aspect of work – including: whether they have paid work at all,
the type of work they obtain or are excluded from,  the availability of support services such as childcare, their
pay, benefits and conditions of work, the insecurity of their jobs or enterprises, (ILO, 2009), their access to
vocational training (Kabeer, 2008).
The Global Report on Women in Tourism launched by UNWTO at the ITB Berlin 2011 claims that:  „Women
are often concentrated in low status, low paid and precarious jobs in the tourism industry. Gender stereotyping
and discrimination mean that women mainly tend to perform jobs such as cooking, cleaning and hospitality.
Much tourism employment is seasonal and fluctuates according to the volatile nature of the industry. In some
destinations links have been found between tourism and the sex industry which could make women more
vulnerable to sexual exploitation.” (UNWTO and UN Women, 2011) The report also shows that women are
poorly represented at professional levels, earn 10 to 15% less than their male counterparts and a large amount of
unpaid work is being carried out by women in family tourism businesses.
3. Gender patterns in tourism destination
The tourism experience was perceived traditionally in terms of products, destinations and consumption
patterns. The „new mobility turn” (Urry 2006) sees the holiday experience as „performance” (Edensor 2000;
Minca and Oakes 2006), „surveillance” (Cheong and Miller 2004; Jordan and Gibson 2005), relationships „at-a-
distance” (Haldrup and Larsen 2006; Larsen, Urry and Axhausen 2006, 2007), the impermanence of
„sandcastles” (Bærenholdt et al. 2004), „place making” (Birkeland 2005), etc. Destinations are not perceived now
as fixed unities but as „sandcastles” made of objects, mobilities and proximities (Bærenholdt et al. 2004).
Gale (2009) stated five principles of this turn in tourism: it studies the mobility of individuals; it acknowledges
material and immaterial structures; it deals with immobility and power relations; it recognizes virtual and
imaginative forms of mobility; and it is concerned with environmental and global consequences.
In the context mentioned above the holiday experience can be evaluated as a process, wherein gender relations
are „constructed, legitimated, reproduced and reworked” (Aitchison 2003). These experiences can affect the
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identities of tourists, locals and employers positively and negatively (Crouch 2002) and also affect gender
identities slightly differently.
Women worldwide have high involvement in tourism whether it is through being visitors, hosts or employees
in the tourism destination sector.
Regarding the visitor quality we can say that gender differences are very important for tourist destination.
Nowadays living alone represents a big and sometimes permanent part of adulthood for many women over 30
years and that fact leads to changes in holiday consumption. Family patterns are also changing. Family forms are
more varied, and there are more single parent families, stepfamilies, and families in which the mother works
outside the home. There is therefore a need for understanding the holiday experiences of midlife single women.
At the same time women are travel influencers because they’re “more involved in household spending
decisions”. Today, price, fashion and convenience are key purchasing drivers for female consumers, and this very
much applies to the hospitality industry, too.
Women are gaining importance in consumption. They make globally 80% of the purchase decisions, in which
of course many everyday goods are included (Rosmann, 2006, p. 26). In the US 92% of women make the travel
decisions (Jaffe, 2006). This includes also business trips. The total expenditure for tourism activities is equal
among men and women (Moutinho, 2011, p. 23). In addition, women often make purchases for the social
environment. When satisfied, women are very loyal to a product or vendor. The Gender Marketing tries to adjust
to the demands of female clientele. Some important factors besides an attractive atmosphere are practicality and
pragmatism. Women pay special attention to the purpose or benefit of a particular product. Furthermore, a central
role is played by living conditions like stress or lack of time. In addition, the female customer pays special
attention on the communication skills of providers. Their relationship orientation is strong. Women rely more on
recommendations from friends (Sengupta, 2010). Recommendation systems such as Amazon or collectivist
projects like Wikipedia reflect this relationship orientation (Rosmann, 2006, p. 27). At the same time the need for
security and reliability in women is in the foreground (Rosmann, 2006, p. 28). But imagination and social
benefits are particularly important for women. Overall women are more pragmatic and status means for them less
than for men (Kogler, 2004).
The female buying decision process is different that the male buying decision process (Jaffe, 2006). Products
in general and tourism services in particular should be developed accordingly to the needs and wishes of women.
Currently female customers find the offer impersonal and interchangeable. The products are difficult to compare
and the booking is usually stressful. Women are sophisticated consumers who pay attention to detail (Sengupta,
2010). A good design and a clean web page will be crucial, especially as female consumers rely more on online
shopping as the men. Last Minute Deals are especially increasingly demanded online (Bruehl, undated). The
female customer is looking for a unique shopping experience and is pleased with little attentions throughout the
purchasing.
The future society is female (Business Frauen Center Kaernten, 2004) and this will have an impact on the
entire value chain – also in tourism (Bruehl, undated). Or to put it in the words of John Naisbitt: “Whether you
are female or male, the ways that women are changing the world will influence your education, career, marriage,
recreation, next business venture, investments, election or advertising campaign.” (Aburdene, Naisbitt, 1993)
According to Alice Facveau cited in Figueroa Domecq and Segovia Perez (2011) of all purchases in the world
80% were made by female consumers. She states that whereas men are interested in technology, women are keen
on culture and trips. Also, the readers of tourism magazines are 70% female. Women enjoy more than men
museums (65%).
According to OECD (2008) in OECD countries women have a higher level of concern for the environment
and sustainable development. They are more likely to recycle, buy organic food and eco-labelled products and
place a higher value on energy-efficient transport. They make more ethical consumer choices and tend to focus
more on lifestyle and behavioural changes to reduce pollution.
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A big problem for destinations is sex tourism. According to the International Labour Organisation cited in
Ewans (2013) almost “a million people are trafficked every year for purposes of sexual exploitation” earning 7 to
12 billion dollars per year for the “initial sale”. The International Labour Organisations presents the fact that out
of this huge number, 98% are women and girls. The situation in sex tourism is not much different, BBC stating
the each year 250,000 people are travelling abroad to have sex with minors.
As employees, women are well represented in tourism destinations, but they are more likely to be found at a
clerical level and it is less likely to reach professional-level tourism employment. Generally their average income
is lower than men’s.  The working conditions for unskilled women are mostly sub-standard and the time spent
undertaking paid work often collides with women’s responsibilities for family and home. Women are frequently
doing part-time work and such work is not well remunerated, reduces access to skilled jobs and management
positions. Women’s leadership can be also constrained by cultural stereotypes that originate in communities that
limit women’s aspirations.
A significant aspect is that tourism can offer opportunities for women to run their own businesses.
Studies (Gender CC, 2010) show that the production and consumption of fresh water, food, fuel, land use and
transport are gender-specific responsibilities. Taking this into account we can say that as a part of the local
community, women may be hit harder than men by increasing food, water or energy prices because of the lack of
financial resources.
Conclusions
Gender is a part of our “core” identity and gender discrimination is a well-documented fact. Studies showed
that there is a strong correlation between those countries that are most successful at closing the gender gap and
those that are the most economically competitive. Empowering and educating girls and women and leveraging
their talent and leadership fully in the global economy, politics and society are fundamental elements of
succeeding and prospering in this competitive world.
Tourism is a tool for economic, social and political empowerment of women. It brings important employment
opportunities to women and in most of the case income generation either as the main source of income or as the
additional side income. These jobs are often flexible and can be done from the workplace, household or
communities. Tourism can offer opportunities for women to run their own businesses.
It still exist  gender stereotyping and discrimination, sexual objectification, women are poorly represented at
professional levels, earn 10 to 15% less than their male counterparts and a large amount of unpaid work is being
carried out by women in family tourism businesses.
Women worldwide have high involvement in tourism whether it is through being visitors, hosts or employees
in the tourism destination sector.
Women are travel influencers because they’re “more involved in household spending decisions”. At the same
time they are gaining importance in consumption by making globally 80% of the purchase decisions. Women
have a higher level of concern for the environment and sustainable development. They are more likely to recycle,
buy organic food and eco-labeled products and place a higher value on energy-efficient transport. They make
more ethical consumer choices. This can help to the achievement of a sustainable and responsible tourism
development.
Tourism development can help improve infrastructure (roads, water supply, health facilities, electricity, and
communications) for resident communities and this can make a major difference to the lives of the women.
Empowering women through tourism suppose the improvement of the quality and conditions of women’s
employment, as well as the creation of increased economic opportunities in order to give women a chance to earn
a living with equity and dignity.
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